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Benefit both from the rapidly developing of the technology of Web2.0 and the 
wide spread use of mobile device, many kinds of social media platforms, like 
Twitter and Facebook, are emerging during the past couples of years. Those social 
media platforms attracted billions of users worldwide. Huge amount of users are 
posting their views, opinions, emotions etc. on social media every single day. All of 
the posted messages are recorded on the platforms automatically, which is called 
User Generated Data. Big data on social media platform, seen as natural research 
data, is trying to be applied to every field in the academia. Based on the Chinses 
text data on social media and investor sentiment, this paper systematically analyses 
the prediction effect of social media data on stock market, and also examine the 
sample bias of big data on social media. After reviewing the related literature and 
describing the development of social media in China, we conduct the following 
empirical analysis. 
Firstly, this paper examine whether social media sentiment could predict 
individual stock return, trading volume and volatility. We obtain stock related 
messages on “Tencent” microblog platform. We then identify stock-specific 
messages by stock name and analyze the text content of those messages to extract 
stock-specific investor sentiment. We find that stock-specific sentiment failed to 
predict the daily abnormal stock return, in contrast, abnormal stock return can 
predict stock-specific sentiment. Additionally, stock-specific sentiment can predict 
trading volume but not volatility. Besides, Microblog posting volume has 
significant prediction effect on both individual stock abnormal return and trading 
volume. 
Secondly, we examine whether social media sentiment could predict stock 
marker return. We obtain investor posting messages from both “Tencent” and 
“Snowball” platform. On analyzing sentiment level from text messages, we 
examine the prediction power of social media sentiment on aggregate stock market 
return level. We find that “Tencent” sentiment can predict stock index return in the 















believe that the weak predictability is caused by marker manipulators who also post 
in the social media. 
Thirdly, we test whether there is sample bias in the social media big data. On 
measuring the investor sentiment in use of a large-scale(649636) discussion 
samples from the “Snowball” internet stock forum, we find: first of all, that the 
aggregate investor sentiment fails to predict the stock market return, in daily, 
weekly or monthly level. Secondly, market manipulators try to manipulate the data 
generating process on social media platform, the Granger Causal Test shows that 
manipulator’s sentiment is the Granger reason of the non-manipulator’s sentiment. 
Finally, manipulator’s sentiment negatively predicts the market return in short term, 
which indicates that the manipulators do gain abnormal return from the 
manipulating behavior. The empirical results indicate that the “pump and dumpers” 
are trying to manipulate the market price thorough posting purposely misleading 
information, which will bias the aggregate data systematically. 
Possible innovation and contribution of this research are as follows: 
1. We study the prediction effect of investor sentiment on stock return on the 
individual stock level. Since stock-specific investor sentiment can not be measured 
easily, most of the past researches on investor sentiment focus on the aggregate 
sentiment and market level. Taking the advantage of social media, we innovatively 
measure stock-specific investor sentiment by identifying investor and potential 
investor’s messages with stock name mentioned in the messages. Thus we can 
analyze the relation between investor sentiment and stock return on the individual 
stock level. 
2. This study enrich the literature on the relation between social media and stock 
market, especially, we examine this relation based on Chinese social media and 
Chinese text which is rare, at least according to our knowledge. The technology of 
Web2.0 and social media industry is growing very fast, the big and natural data on 
social media supply opportunity to the investor sentiment research. We obtain 
Chinese based text data from social network in China and study the issue above, 
which is complementary to this research field.  















data, often seen as full sample, overcomes the sampling error to some extent. 
Nonetheless, one of the concerns of big data is they are not produced based on the 
purpose of scientific research, thus, there could be bias during the data generating 
process. This paper make in use of the social media data related to stock market, 
based on the theoretically prediction of investor sentiment to stock return, examine 
the sample bias during the data generating process. Big data researches should be 
aware of the type of bias formed in the data-generating process.   
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和网易四大门户网站均开设微博。2012 年 1 月，据中国互联网络信息中心报告
显示，截至 2011 年 12 月底，我国微博用户数达到 2.5 亿，网民使用率为 48.7%。
据《第 31 次中国互联网络发展状况统计报告》显示，截至 2012 年 12 月底，我






































预测准确率从 54.56%提高到 68.18%，但是仍然只达到 10%的显著水平，这一









                                                             
① Mao H, Counts S, Bollen J. Quantifying the effects of online bullishness on international 
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